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2102 – 2013 Pertussis Epidemic in Washington State 

• 4918 cases in WA state 

compared to 965 cases in 

2011 

• Infants under 1 year -  age 

group with most cases per 

100,000 

• New recommendation for 

pregnant women to get 

vaccinated with every 

pregnancy in 2013 

• CDC 2013: Nationwide pertussis is at 50 year high 

• 2013 cases returned to 2011 levels 



Opinion Research April 2012 

Objectives 

 

 Primary: Establish a baseline that will measure awareness, 

behaviors and values associated with preventing whooping cough 

 Secondary: To inform development of a public awareness 

campaign 

 

 

Methodology 

 

 Phone Survey in Western Washington with mother of children 

ages 0-8 years (n=300) 

 

 

 

 



2012 GHF Survey 

Topline Results 
 High awareness of epidemic 

 Believe immunization is the best protection 

 Vaccine hesitancy re: pertussis not 

prevalent – strong support for immunization 

across the board 

 Most willing to get the vaccine 

 Providers trusted resource on issue 

 

Awareness Gaps 

 Epidemic statewide problem vs. local 

community 

 Confusion over whether or not they need 

vaccine 

 

 

 

 

 

2013 Univ. of Mich. 

Survey 

 

• 61 percent adults 

don’t know when 

they last received 

vaccine 

• 20 percent reported 

getting vaccinated in 

last 10 years  

 



Campaign Framework 

Raise awareness about pertussis  

Increase vaccination rates 

Primary: Pregnant women and 
mothers with young children 

Secondary: Parents and care givers 

Implement integrated outreach tactics 
to reach mothers via multiple touch 
points 

Goal 

Strategy 

Target 

Audience 



Message Framework 

 
 Localize: Thurston County is not immune to the whooping cough 

epidemic. 

 Why it is important: Many adults are unknowingly passing whooping 

cough on to young kids, with potentially serious consequences. 

 Prevention: Vaccination is the best protection – all children need to be 

immunized and adults need a booster shot.  

 Call-to-action: Ask your health care provider for your and your child’s 

vaccination status.  

 

 

 



Partnership Strategy 

Planning 

Partners 

• Local health depts to 

customize campaign to 

specific communities 

• Thurston County  

• Seattle King County 

• Tacoma Pierce County  

• Clallam, Jefferson County Public Health 

• Spokane Regional Health District 

• Providence Health Systems (Spokane) 

Outreach 

Partners 

• Trusted organizations to 

share campaign 

messages and materials 

to efficiently maximize 

reach of the campaign 

• Private, public and non-profit sectors 

• Thurston 40-60 orgs 

• King/Pierce 60-80 orgs 

• Spokane 30-50 orgs 

 

Funding 

Partners 

• Customized 

opportunities to expand 

reach and add paid 

media to campaign 

• Hospitals 

• Pharmacy Chains 

• Associations 



Integrated Campaign 

Target 
Audience 

Providers 

Earned/ 
Social 
Media 

Paid 
Media 

Community 
Orgs 

Web site 



Website 

https://www.youtube.com/watch?feature=player_embedded&v=CkvzPScYN5Q


General Campaign Postcard 



Postcards Back 



2013 Promotion 



Online Contest 



Contest Postcard - 2013  



Media Buy Online and Outdoor 



Influencer Outreach: 2012 Anecdotes 

• Providers looking for appropriate whooping cough 

materials for distribution to patients; greatly appreciate 

local tool 

 YMCA featured campaign on website; distributed a total 

of 900 flyers to facilities and all child care locations in 

Thurston County (many at schools) 

 Stroller Striders handing out postcards at all classes, 

including in new member bags and gave out at an event 

at the end of September 

 Women’s Club of Olympia requested a special 

presentation for members from Group Health and Public 

Health representatives 



Corporate Partner 

• All 130 Walgreens pharmacies in 

WA promoted the campaign and 

diaper contest 

o Postcards 

o Promotional buttons with logo 

o Volunteers at vaccine clinics 

o Campaign talking points 

 



Earned Media: Immunization Clinics 

More than 1400 individuals attended 

the free immunization clinics and 

generated several media stories: 

 Live interview with KOMO radio 

 Brief on-air mentions for KOMO 

and KIRO TV 

 KING 5 reported from Olympia 

clinic 

 KGY and KELA radio mentions 

 The Olympian and Nisqually 

Valley News covered clinics 

 Event calendars: Parent Map, The 

Olympian, ThurstonTalk.com, 

TCTV 



Social Media 

 

 



Pertussis Campaign Metrics – December 2013 

2012 2013 Total 

Outreach Partners 56 245 301 

Postcards Distributed 5,795 48,405 54,200 

Unique Web visitors 5,779 6,847 12,626 

Earned  Media 6 6 12 

Vaccine Clinics 6 8 14 

People vaccinated 1330 132 1462 

Diaper Contest - 

ecards 

N/A 386 386 



Key Takeaways 

1. Implement an integrated campaign 

• Multiple touch points increase message penetration and action 

2. Develop a message hook 

• Have message hook based on audience incentives 

3. Influencer outreach 

• Trusted 3rd parties make effective messages 

4. Leverage existing community events 

• Go where the target audience is and make an impact 

5. Identify partner needs 

• Work with your partners to identify optimal strategies and vehicles 

6. Paid advertising 

• Most effective way to drive web traffic 



Questions and Discussion 

 


